

































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Preliminary studies and main study 
Preliminary study 1 
(N=150) 
Selection of two low- and two high-involvement product 
categories 
Preliminary study 2 
(N=120) 
Selection of one strong and one weak brand for each of the 
product categories 
Preliminary study 3  
(N=30) 
Development of scales for measuring the associations 
Professional development of product designs with specific symbolic designs 
Preliminary study 4 
(N=120) 
Manipulation check of the stimuli products on their symbolic 
designs 
Preliminary study 5 
(N=120) 
Manipulation check of the stimuli products on their congruence 
with the product category 








The associations scale contained the following adjective pairs  
(similar as a semantic differential scale, Osgood et al., 1957): 
!! Feminine association items:  
rough/gentle, hard/soft, angular/round and masculine/feminine. 
!! Noble association items:  
ordinary/exclusive, primitive/elevated, cheap/expensive and common/noble. 
!! Further items:  
unprofessional/professional, dishonest/honest, undynamic/dynamic, 
uncharismatic/charismatic, incompetent/competent, distorted/undistorted,  
not chic/chic, not classy/classy, unimaginative/imaginative, not fresh/fresh, 








Default Product 1 
 
Default Product 2 
 
 
f 1.65*** 0.23 -0.34 -0.65 
n 1.25  2.24*** -0.75 -0.69 





f 1.78*** - 0.80 - 0.33 - 0.34 
n 0.58 1.92*** -0.14 -0.16 
     
 
 
f 2.48*** 0.05 - 1.73 -0.61 
n 1.26 1.93*** - 1.04 -1.52 
     
 
 
f 2.13*** 0.83 -1.57 0.33 
n 1.32 1.89*** -1.07 -0.16 
!
f: feminine association scale 
n: noble association scale 
N=120 (For each product category: N=30), Cronbach’s α>,7 





























strong 0.98 (0.85) 1.22 (0.99) 1.22 (0.84) 0.57 0.41 0.51 
weak 0.29 (0.97) 1.63 (1.06) 1.51 (1.00) 2.53 0.36 2.84 
Mobile 
Phones 
strong 0.62 (1.12) 1.57 (1.11) 1.38 (1.02) 1.63 0.44 1.95 
weak -0.76 (1.15) 1.66 (1.10) 1.15 (1.24) 3.86 1.10 4.95 
Toasters 
strong 0.72 (0.95) 1.13 (1.14) 1.19 (0.95) 1.08 0.26 1.06 
weak 0.32 (0.98) 0.45 (1.29) 0.40 (0.96) 0.36 0.20 0.32 
Kettles 
strong 0.47 (0.76) 1.76 (1.03) 0.93 (0.94) 0.60 0.59 0.85 
weak -0.06 (0.87) 1.42 (1.06) 1.68 (0.82) 3.54 0.28 3.68 
!























strong -0.34 (0.77) 1.56 (1.25) 1.63 (1.10) 4.00 0.37 3.84 
weak 0.18 (1.11) 1.40 (1.15) 1.04 (1.06) 1.95 0.91 2,69 
Mobiles 
phones 
strong -0.16 (0.91) 0.75 (1.12) 0.51 (0.95) 1.53 1.12 2.28 
weak -0.27 (0.80) 0.83 (1.33) 0.91 (1.28) 2.48 0.49 2.44 
Toasters 
strong -0.31 (0.87) 2.12 (0.84) 1.56 (1.01) 4.09 1.31 5.22 
weak -0.32 (1.03) 1.34 (1.20) 1.11 (1.43) 2.95 0.65 3.50 
Kettles 
strong -0.32 (0.84) 2.48 (0.58) 1.73 (1.16) 4.16 1.54 5.65 
weak 0.43 (0.89) 2.41 (0.60) 2.22 (0.67) 3.61 0.55 3.98 
!
Appendix!4:!Results!of!the!main!experiment!
!
